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Abstract: In the modern times, tourism has become a big business and has been considered as a 
fastest growing industry. Kashmir is an important tourist destination of the country and has been a 
place of attraction for tourists since centuries. The lush green forests, sweet springs, perennial 
rivers, picturesque, alpine scenery and pleasant climate of Kashmir valley has remained an 
internationally acclaimed tourist destination. The essence of beautiful Kashmir valley is widely 
interspersed and holistically imbibed with tourism potentialities that are the major harbingers of 
economic boost for the state. The tourism sector thus, in the state, is broadly developed to meet 
the demands of the annual turnovers. Every tourist will be having a perception of hospitality of 
Kashmiris after visiting the place like Kashmir. Consumer satisfaction is a key to a business‟s 
success. It indicates the positive emotion and experience of consumers toward businesses. In the 
same way, satisfied visitor also have a propensity to repurchase and recommend 
products/destination to their families and friends. The main purpose of this study was to identify 
the level of satisfaction of tourists on their travel experience and hospitality in the Kashmir. The 
survey sampling method was used to gather the data. An 8-item questionnaire was distributed 
amongst select mass of 100 tourists. The focus of study was mostly on issues like 
accommodation, Hygiene, sanitation, cleanliness, attractions, and helpfulness from the local 
people, customer care and overall interaction with Kashmiri peoples. The study found most of the 
tourists were satisfied with the different kind of services and hospitality of kashmiris and hence 
are ready to recommend Kashmir to their family and friends. 
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Introduction: 
Tourism is travel for recreational, leisure 
or business purposes. Tourism has become a 
popular global leisure activity. Due to the rapid 
liberalization, globalization and industrialization, 
Tourists have high levels of disposable income, 
considerable leisure time, are well educated, and 
(Sharma et al., nd a) hence, has brought a rapid 
increase in travel and tourism industry. As a result 
of which international travellers are increasingly 
becoming open to unexplored destinations. Travel 
and tourism is one of the biggest industries in the 
world in terms of gross output and value addition, 
capital investment, employment and tax 
contributions. Travel & Tourism employ 
approximately 235 million people and generate 9.3 
per cent of world GDP (Sharma et al., nd b). 
D’Silva & D’Silva (2008) said that tourism plays 
an extremely important role in the Indian economy. 
India has the potential to become the number one 
tourist destination in the world with the demand 
growing at 10.1 per cent per annum as predicted by 
the World Travel and Tourism Council (WTTC) 
but as per Union Ministry of Tourism and cultures 
20 years perspective plan considers the Tourism in 
J and K is one of the State‟s major industries. It has 
played an important role for developing the 
economy, particularly in the region of the Valley 
(MT&C. GOI, nd. a). The beautiful Kashmir 
valley looks like a paradise on earth. The valley is 
so beautiful that you will fall in love with it at the 
first sight itself. In fact, the charm and 
magnificence of Kashmir are beyond the scope of 
mere words. Size of population in J&K is about 10 
billion. Since the target customers are not primarily 
the inhabitants of J&K but the businessmen and 
potential customers of overall India in particular 
and the world in general. Travelling to Kashmir is 
quiet easy and accessible as the valley is connected 
through AIR, RAIL, and ROAD. Srinagar 
international airport is 14 km away from city with 
daily flights. Jammu Tawi is the nearest railhead 
for Srinagar. National Highway 1-A is the main 
highway connecting Srinagar with Jammu. 
Kashmir is one of the most preferred tourist 
destinations in India (UKEssay, 2009 a). Kashmir 
is full of colourful Rocky Mountains, valleys, 
trekking trail, several high rising peaks, snowy 
mountains, meadows of flowers, lakes, garden and 
orchards, monuments and forts and religious 
palaces (MT&C. GOI, nd. b). The quintessence of 
Jammu and Kashmir is widely interspersed and 
holistically imbibed with tourism potentialities that 
are the major harbingers of economic boost for the 
state. (Peace Kashmir, 2011 a). The recent crown 
in the cap came when Jammu and Kashmir 
Tourism Department won "Today's Traveller 
Award" for Best All Season-2011 (Peace Kashmir 
2011, b). The tourists, besides being enchanted by 
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the beauty of Kashmir, are also overwhelmed by 
people's hospitality. Kashmir is the best place to 
spend your hard earned holidays. Not only is the 
place beautiful, but people here are very nice and 
helpful (Oneindia News, 2012).  
Consumer satisfaction is a key to a 
business‟s success. It indicates the positive emotion 
and experience of consumers toward businesses 
(Raktida Siri, 2009 a). The tourists are attracted to 
the destinations not only because of the natural 
resources or natural beauty of the place, but also 
because of the returns they get on the expenditure 
they do in the tourist place (MT&C. GOI, nd. c).  
Tourists take into account the various factors in 
terms of facilities, local attractions etc, before 
choosing their destination (D’Silva & D’Silva, 
2008b). These could be satisfaction of 
psychological needs like proper, safe, hassle free 
and affordable accommodation, good transport 
facilities, in and around the tourist place, good 
water, and hygiene and sanitation facilities. 
Absence of any of these facilities may deter the 
tourists from travelling to enjoy the attractions 
(MT&C GOI, nd. d).  Satisfied consumers also 
have a propensity to repurchase and recommend 
products to their families and friends. To achieve 
consumers‟ satisfaction, businesses must 
understand consumers‟ needs to be able to provide 
their products and services that meet or exceed 
consumers‟ expectations (Raktida Siri, 2009 b). It 
is therefore of paramount importance that the 
hospitality industry keeps revamping and 
reinventing itself to ensure that neither the 
international nor the domestic traveller is 
disappointed. (Priyaanka Berry, 2007-2008 a). 
Literature Review: 
The hospitality industry in many ways 
represents the country's growth and prosperity. The 
standard of accommodation and the quality and 
variety of food available in a destination is a 
significant component of the impression and image 
of that place in the mind of the traveller 
(Priyaanka Berry, 2007-2008 b). The 
globalization of the hospitality industry has 
accelerated under the pressures of the advances in 
technology, communication, deregulation, 
elimination of political barriers, global 
developments as well as the growing competition 
in the global economy (Teare and Olsen, 1999). 
The hotel product is primarily a mix of five 
characteristics: its location, its mix of facilities, its 
image, the services it provides and the price it 
charges (Holloway and Taylor, 2006; Page, 
2003). According to report commissioned by the 
Amadeus group to learn about the hotel industry 
warned that the hospitality industry stands to face 
major difficulties from online social networking 
and emerging new technologies such as bookings 
through mobile phones. Guests can now easily 
exchange views about the “truth” of the hotels 
through social networking. Quality now more than 
ever is given priority. Hotels are under pressure to 
deliver the highest standards of excellence as the 
knowledge and level of exposure of travellers has 
increased. Mobile booking is expected to become a 
common practice and therefore hotels will have to 
update their technology and communication 
systems (as cited in Priyaanka Berry, 2007-2008 
d). (Crompton 1979) defined destination image as 
„the sum of beliefs, ideas and impressions that a 
person has of a destination” (Agrawal. T, 2007).  
Ministry of Tourism and culture, Govt. of 
India during its 20 years perspective plan found 
that the Ladakh is famous for its spectacular caves, 
monasteries, etc. while Jammu is famous for its 
temples/ religious tourism. The region of Ladakh is 
the choice of foreign tourists; Jammu attracts 
pilgrim tourists, while the Valley attracts a larger 
number of domestic tourists and a fair sprinkling of 
foreign tourists (MT&C. GOI, nd e). Tourism 
potential of the country as a whole is immense, 
from both domestic as well as the international 
travellers. However, this potential has not been 
fully tapped because of inadequate infrastructure of 
airports, roads, communication and transportation, 
inadequate / ineffective promotion and advertising, 
lack of easily accessible and inadequate tourist 
information, unfriendly / dishonest nature of the 
people who interface directly with the tourists like 
taxi drivers, shopkeepers, touts etc. as compared to 
other competing international tourist destinations 
worldwide, especially in the S.E. Asian Region. 
The problem specific to the state of Jammu and 
Kashmir is that of militancy and its consequential 
impact on all the tourism related activities 
(MT&C. GOI, nd. f). The Business hotels in 
Kashmir have supreme prosperity and comfort. 
They know the art of welcoming their guests and 
provide tourism options also to them. They always 
help customers, who arrange taxi, tourism and 
other facilities for their customers. Apart from this, 
they also arrange guides for the foreign tourists, 
that they can have a complete knowledge of the 
Srinagar city and its nearby tourist resorts. 
Moreover, it is essential for the hotel staff to take 
care of the needs of their customers, as they give 
them business and are responsible for the growth of 
a particular hotel (UKEssay, 2009 b) 
Torres and Kline (2006) found that 
customer delight is a better indicator of customer 
relationship than customer satisfaction because 
delighted customers were more likely to generate 
word-of-mouth and be loyal to the business. 
Sonmez and Sirakaya (2002) studied Turkey‟s 
image from American travellers‟ perspective. They 
found several factors that influenced the likelihood 
of travelling were overall appeal, safe and 
hospitable environment, general mood and vacation 
atmosphere, travel experience, relaxing effect, local 
attractions and hospitality, authenticity of 
experience, social and personal communication 
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channels, comfort/safety, and tourist facilitation. 
Americans highly valued social and personal 
information sources (friends, colleagues) in 
developing a trip to Turkey. However, the top 
information sources were magazine articles about 
Turkey, newspaper articles, television and radio 
news, and friends and family members. The least 
used sources used were the Turkish embassy or 
consulate and social organizations.  
George (2003) studied tourist‟s 
perceptions of safety and security and found that 
tourists were less likely to engage with the 
activities if they perceived a fear of crime at the 
destination. Tourists who experienced a crime 
incident during their trip would feel less safe. 
Tourists perceived more danger during the night 
than during the day. Yüksel and Yüksel (2007) 
studied the relationship between shopping risk 
perceptions and tourist satisfaction. The study 
found that the higher perception of external and 
internal risks impacted tourist satisfaction and 
loyalty in shopping. Kozak and Rimmington 
(2000) studied tourists‟ satisfaction during off-
season holidays to Mallorca, Spain. Three 
dependent variables, which were overall 
satisfaction, likelihood to make subsequent visits to 
Mallorca, and likelihood to recommend these 
holiday experiences to others, were investigated. 
The study found that these three variables were 
influenced the most by these destination attributes: 
overall value for money, quality standard of 
accommodation, level of service at 
accommodation, feelings of safety and security, 
hospitality, cleanliness, hygiene and sanitation, and 
quality and variety of food. The study mentioned 
that it was not necessary that the satisfied tourists 
revisit the destination (as cited in Raktida Siri, 
2009 c).  
Sohail, Roy, Saeed, and Ahmed (2007) 
studied guests‟ satisfaction of the Malaysian mid-
price hotel and found that customers‟ overall 
satisfaction was moderate level. Customers were 
satisfied with cleanliness and value; however, the 
hotel lacked staff efficiency and attentiveness to 
customer needs. 
Objectives: 
1. To examine factors being considered 
as vital by the tourists when it comes 
to choosing Kashmir as travel 
destination. 
2. To identify the level of satisfaction of 
different tourists on their travel 
experience to Kashmir. 
3. To examine the intention to return 
and willingness to recommend the 
Kashmir valley to their family and 
friends. 
Methodology:  
Numerous studies have been conducted to better 
understanding tourists‟ experiences on travel 
destinations. Different research methods are used to 
generate various outcomes. The survey method was 
used to gather the data. An 8-item structured, close 
ended questionnaire consisting of demographic 
information, purpose of the visit, satisfaction with 
different attributes, prime attractions etc was 
distributed amongst random mass of 100 tourists. 
To insure validity, five tourists were asked to 
review the questionnaire. The aim was to gauge if 
survey respondents would be able to understand the 
questions and instructions given in the research 
instruments. As a result, a few items were 
rephrased for a better clarity. The data gathered 
was so analysed. 
Analysis and Discussion: 
1. Demographic Characteristics:  
 
a) Gender: - Due importance was given 
to take response from both male and 
female respondents and hence 38 
females participated in this survey as 
against 62 male respondents. There 
were a total of 100 respondents out of 
those 62% were males and 38% were 
females as shown in the fig.1. 
 
b) Age: - The Profile of respondents as 
depicted in fig.2 shows that the 
maximum no. of tourists almost 44% 
fall in the category of age bracket of 
35 and above. 
 
C) Distribution of tourists: - A profile of 
the respondents is depicted in fig.3. 
Out of the total of 100 respondents, 
62 
38 
Fig. 1 Gender 
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Females
3 
31 
22 
44 
0
20
40
60
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20
20-25 26-35 >35
Fig.2 Age  
Age range
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88 are Indian Tourists i.e. tourists 
from other parts of our country and 
the rest are the foreign tourists. 
 
2. Type of Tourists: Fig.4 shows the travel 
patterns of the tourists on their travel 
experience to Kashmir. There were more 
first-time visitors (57%) than repeat 
visitors (43%). Here Respondents were 
posed question like this is it your first visit 
to Kashmir.  
 
3. Purpose of trip: The majority of 
Tourists/respondents were of the view that they 
travel to Kashmir for Vacations/Leisure as shown 
in fig.5. This supports the fact that Kashmir is 
naturally beautiful that attracts tourists from inside 
the country as well as outside. The other good thing 
was seen that a good no of tourists (24+16=40) 
come to Kashmir for attending conventions, 
meetings and other business.
 
4. Satisfaction with different attributes: - 
Though the response were mixed as far as 
the satisfaction of tourists with physical 
appearance of hotel, hotel staff 
courtesy/helpfulness attributes are 
concerned still a maximum no. of 
respondents were satisfied with the quality 
and types of food served in hotels, 
shopping experience and cleanness in and 
around hotels. The dimension labelled 
value for security at hotel, local transport 
was rated low. The tabel.1depicts as 
follows. 
 Table. 1     
S.NO Attributes Excellent            Good         Average    Poor 
1)  Physical appearance of hotel 21 20 52 7 
2) Quality of food at hotel 39 42 18 1 
3) Services from hotel staff 51 25 15 9 
4) Cleanness of hotel room and public area 38 32 30 0 
5) Knowledge of staff and spoken Eng. Language 3 7 28 62 
6) Hotel staff courtesy/helpfulness 19 17 62 3 
7) Types of food in hotel (Local, western & Indian) 82 10 8 4 
8) Security at hotel 11 17 23 49 
9) Local Transport 8 32 38 22 
10) Shopping 82 7 11 0 
5. Prime Attraction: - Profile of the respondents in fig. 6 shows that 49% respondents‟ say natural 
beauty is the key attraction for us to visit valley followed by 29% said historical 
architecture/places/ancient/religious places and 17% & 5% said cultural festivals/events and others 
things respectively.  
88 
12 
Indian Foriegners
Fig.3 Distribution of 
Tourists 
Yes
No
57 
43 
Fig 4. Type of Tourists   
67 
16 
3 
24 
Fig.5 Purpose of Trip 
Vacation/Leasure
Attending
Convention/meeting
Sponsored Tour
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6. Information Service: - The purpose of this question was to gather data about satisfaction of tourists 
with the information services provided to them by various Govt. or private agencies like Tourist 
Reception Centre, local guides, local peoples etc. Fig.7 shows us majority i.e. 63% (63 of sample size) 
of tourists are satisfied with tourist information services while as less no. of respondents were 
dissatisfied or either very dissatisfied (11+2). Some of the respondents (14) remain neutral as well. 
 
 
 
7. Recommendation/Re-visitation: - The main intention of this question was willingness to recommend 
the Kashmir to their family and friends. Respondents were asked whether they would like to return or 
recommend the Kashmir and other parts of Kashmir. Over 89% of them showed their willingness to do 
so. (See Fig. 8) 
17% 
29% 49% 
5% 
Fig.6 Prime Attractions 
Cultural Festivals/Events
Historical
archeticture/places/ancient
ruins/relgious places
Natural Beauty
Others
Very
Dissatisfied
Dissatified Neutral Satisfied Very
Satisfied
2 
11 14 
63 
10 
Fig.7 Tourists information Services. 
89 
11 
Fig. 8 Recommendation to 
family/friends 
Yes
No
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Conclusion: 
This research paper looked into the 
insights of hospitality industry, which is a popular 
topic in tourism research due to its high ended 
importance in understanding the destination 
selection process. The study was designed to 
identify tourists‟ (both inside as well as foreign) 
demographics and travel patterns. Additionally, the 
study was to examine the level of satisfaction of 
tourists on their travel experience to Kashmir, as 
well as the intention to return and willingness to 
recommend the Kashmir to their family and 
friends. The results reviled that tourists who visited 
the Kashmir were mostly males on an average age 
of 35 and above, most of them were married. These 
tourists were mostly leisure tourists. Most of 
tourists were from were from different parts of our 
country. There were almost equal numbers of first-
time and repeat visitors. The dimension labelled 
facilities/services of the hotel consisted of quality 
and types of food served in hotels, shopping, 
experience and cleanness in and around hotels etc 
was rated very high on satisfaction level. The 
dimension labelled value for services from hotel 
staff, Hotel staff courtesy/helpfulness, security at 
hotel, security at hotel was either rated 
average/mixed response or low. So, there is a lot of 
scope to improve in these areas. 
 The results also reveal that 49% 
respondents‟ say natural beauty is the key attraction 
for us to visit valley. Moreover, a good number of 
tourists were satisfied with tourist information 
services. It is also interesting to note that majority 
of tourists (about 90%) indicated that they would 
return and recommend Kashmir as travel 
destinations. Several studies also, mentioned that 
the more positive the feelings of tourists on the 
image of the place, the higher they would perceive 
the trip quality, and the more positive their 
behavioural intention would be. (Raktida Siri, 
2009 d). However, the findings were different from 
the studies of Bigné et al. (2001), Hsu andKang 
(2007) and Kozak and Rimmington (2000), 
which stated that it was not necessary that the 
satisfied tourists would revisit the destination (as 
cited in Raktida Siri, 2009 e). 
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